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Introduction

Part of the wider Evolved group, UpShift is a specialised search agency that focuses on building
long-term partnerships with businesses in the automotive sector.

With a proven track record of success, UpShift has helped a variety of companies across many
sub-sectors in the automotive industry, and has built long-term partnerships with specialist and
global brands.

\Who we work with

— L )

SELECT CAR

LEASING

SUSTAINABLE ENERGY

EB GRIDSERVE

@®vanarama

e LeasingOptions
NEXTEASE
Peter Vardy

YOUR CAR COMPANY

$ |oveelectric

Q ClickMechanic

(m motoreasy

CHALLENGES WE SOLVE

Reducing reliance on marketing
cost by offsetting pain channels and
security commercial sustainability

Recovering stagnant and/or
eroding performance

Provide expert consultancy, insight,
and reporting to assist with board
and key investor decisions

Navigating changing industry /
market economics by streamlining
marketing strategies

Challenging industry competitors

Website migration management /
recovery

OPPORTUNITIES WE REALISE

Developing and executing
brand propositions and market
positioning that underpin
performance

Data transformation to understand
a true ROI, reduce waste, and
maximise investment

Developing, executing, and
managing marketing strategies
that align with key commercial
business objectives

Increasing ecommerce sales or
generating new leads through
marketing optimisation

Launching a new brand, product
or service online

Upskilling and training inhouse
teams to realise marketing potential
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Introduction

In Three Years, the UK Could Host 30 Chinese
Automotive Brands

The UK automotive market is entering a new phase.

The first wave of Chinese entrants proved that scale is possible - BYD outsold
Tesla in 2025. But the second wave faces a harder test: differentiation in a
crowded market

The next phase isn't about entry - it's about selection.

Over the next three years, the UK could host 25 to 30 Chinese or Chinese-
owned marques. The question is no longer whether Chinese brands can
grow in Britain.

The question is:

Which of them are structurally positioned to survive once novelty
fades and competitive overlap intensifies?
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Introduction cont.

This paper does not attempt to predict short-term
registration spikes. It examines something deeper - the
foundations which make growth possible.

We analyse:

<@ Adecade of digital brand reallocation via Search Data
<@ The mechanics driving Chinese acceleration
<@ The compression risk created by the second wave

<@ Six structural filters that test durability of a brand, not just momentum

These filters examine:

<@ Trust versus frontier innovation

<@ Ecosystem versus engineering orientation

<@ Differentiation risk versus market tier

<@ Residual value confidence versus battery strategy
@ [leet versus retail alignment

< Audience clarity versus feature noise
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Chinese-owned Brands Took Nearly 1/4 of All New Car Registrations

The UK automotive market BRAND 25 UNITS YOY SHARE BRAND 25 UNITS YOY SHARE
used to be a fortress of VOLKSWAGEN 178,607 8.84% CUPRA 23,800 118%
heritage brands.

—_

BMW 122,723 Y 607% FIAT 21,440 Y 106%

FORD 118998 5.89% CITROEN 19,550 097%
In 2025, that fortress was breached.
Chinese manufacturers are now
fundamental to the UK's competitive DNA.

KIA 13,436 5.61% POLESTAR 18,200 0.90%
AUDI mns 5.50% OMODA 17,450 0.86%

)

HYUNDAI 94,964 4.70% SEAT 15110 0.75%

The numbers show an aggressive
acceleration. In just twelve months,
Chinese-owned market share jumped
from under 9% to 13%, punctuated by a
December peak where they took nearly a
quarter of all new car registrations.

TOYOTA 89,913 4.45% PORSCHE 14,880 0.74%

NISSAN 88,500 4.38% JAGUAR 12,725 0.63%

O 0 g OO M WwN

MERCEDES-BENZ 86,211 4.27% JEEP 8,940 0.44%
MG 85,032 4.21% DS 7120 0.35%

P €

SKODA 81,426 4.03% = SMART 6,550 0.32%

_— . VAUXHALL 79.205 392% GWM ORA 5,820 0.29%
That isn't a trend - the power is actually

shifting.

PEUGEOT 71,324 3.53% KGM (SSANGYONG) 5100 0.25%

o LAND ROVER 63,444 314% ALFA ROMEO 4,880 0.24%
The real story isn't MG or Polestar

anymore. It's the sheer speed at which
names like BYD, Jaecoo and Omoda are
scaling. They're not waiting for decades of
heritage to justify their presence. They're
compressing that timeline into years. BYD's
2025 performance is the standout: 52,000
cars sold, beating Tesla by 6,000 units and
ending the year as a top-10 UK brand. Then

RENAULT 60,010 297% SUBARU 4,220 0.21%

BYD 51,422 2.54% ABARTH 3900 019%
TESLA 45,513 2.25% MASERATI 2,150 011%
MINI 48,695 240% LOTUS 1.840 0.09%

© »h @

VOLVO 47482 2.35% BENTLEY 1510 0.07%

DACIA 32,530 1.61%
HONDA 29140 144% FERRARI 1180 0.06%

ASTON MARTIN 1.320 0.07%

there is Jaecoo, which went from zero to
30,000 registrations in a single year. These
aren't just ‘'new entrants’ anymore, they're
the new benchmark for volume.
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JAECOO
MAZDA
SUZUKI
LEXUS

28,232

28,21
27855
24,902

1.40%
1.40%
1.38%
123%

LEAPMOTOR
LAMBORGHINI
ROLLS-ROYCE
MCLAREN

950
820

510
490

WHICH CHINESE CAR BRANDS WILL SURVIVE THE UK MARKET?

0.05%
0.04%
0.03%
0.02%




Key Insights

'LDR:
Too Long
Didn't Read




The UK is entering an unprecedented wave of
Chinese OEM entry

Up to 30 Chinese-owned marques could enter the UK by 2027,
m creating the fastest new-brand expansion the market has seen.

Consumer attention is shifting before registrations
show it

Search behaviour reveals brand awareness and consideration
months or years before sales data catches up.

A long-term shift in brand attention is already
underway

Over the past decade, several legacy brands have lost share of digital
[,I] attention while challenger brands have grown structurally.

The UK market cannot sustain thirty competing
Chinese brands

Attention, dealer capacity, fleet appetite and trust are finite. The
[,I’ market will inevitably concentrate around a smaller group of winners.

i ?
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Many new entrants are clustering in the same
positioning space
|

A large number of Chinese OEMSs are converging on a mid-premium,
II] tech-forward value proposition, increasing competitive overlap.

Only a small number of brands occupy defensible
territory today

Across multiple strategic dimensions, only a handful of entrants
EI currently demonstrate clear differentiation and positioning strength.

7 The market is moving from expansion to selection
|

II‘ The first phase was entry. The next phase will determine which
brands scale and which will disappear.
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Why New Entrants Are \Winning

New entrants aren’'t winning by luck.

They're winning because they've decoded the specific, unglamorous mechanics of how the UK actually buys cars.

The Monthly Payment is the Only Metric

In a landscape of PCP, leasing, salary sacrifice and fleet
funding, the brand that fits the monthly budget wins. Chinese
manufacturers aren't just undercutting rivals by a few hundred
pounds, they're fundamentally resetting the value floor. They've
landed high-spec SUVs exactly where the mass-market
tolerances sit.

Engineering Trust

New entrants usually die in the UK because of perceived risk.
These brands have skipped the decades of brand-building and
gone straight for the jugular: 7-year vehicle warranties, 8-year
battery cover and immediate partnerships with the UK's biggest
dealer groups. They haven't waited for trust to grow organically,
they've engineered it into the retail infrastructure. They've made
it harder for a buyer to say 'no’ than to say 'yes.’

¢J UpShift

The Technology Flip

This isn't a ‘catch-up’ story anymore. While legacy brands often
struggle with software lag, BYD has built its entire ecosystem,
including the Blade Battery, in-house. It's a shift in engineering
competence that feels contemporary, not derivative. When you
deliver tech that matches German ambition at a volume-brand
price point, the buyer stops feeling like theyre ‘compromising’ to
save money. They just feel like they're getting a better deal.

The Spec-Per-Pound Reality

Walk into a showroom and the gap is embarrassing. Legacy
brands have additional charges for larger screens, metallic paint
or driver-assist packs, whereas Chinese entrants are bundling
everything as standard. Big glass, premium cabins and integrated
tech, all included. It's 'same money, more car,” making the value
gap impossible to ignore.
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PARENT
SAIC MOTOR
GEELY HOLDING
GEELY HOLDING
GEELY HOLDING
GEELY HOLDING
GEELY HOLDING
GREAT WALL MOTOR (GWM)
GREAT WALL MOTOR (GWM)
BYD
CHERY GROUP
CHERY GROUP
XPENG
LEAPMOTOR (with Stellantis)
GAC GROUP
CHANGAN
SAIC MOTOR
CHERY GROUP
GEELY HOLDING
BYD
BYD
CHERY GROUP
CHERY GROUP
GEELY HOLDING
NIO
XIAOMI
NIO
CHERY GROUP
NIO
DONGFENG
SERES (DONGFENG/SERES)
SKYWELL (SKYWORTH)
FAW
AIWAYS

SUB-BRAND

MG MOTOR
LOTUS

POLESTAR
VOLVO

SMART (with Mercedes)
GEELY

ORA

HAVAL

BYD

OMODA

JAECOO

XPENG
LEAPMOTOR
AION

DEEPAL

IM MOTORS
LEPAS

ZEEKR

DENZA
YANGWANG
CHERY (core brand)
EXEED

LYNK& CO

NIO

XIAOMI AUTO
FIREFLY (entry brand)
ICAR

ONVO (mass-market)
VOYAH

SERES
SKYWORTH
HONGQI

AIWAYS

STATUS
Established
Established
Established
Established
Established
Established
Established
Established
Established
Established
Established
Established
Established
Upcoming
Upcoming
Upcoming
Upcoming
Upcoming
Upcoming
Upcoming
Upcoming
Upcoming
Upcoming
Upcoming
Upcoming
Upcoming
Upcoming
Upcoming
Upcoming
Upcoming
Upcoming
Upcoming

Upcoming

LAUNCH IN NEXT 2YR?

Confirmed - Q12026
Confirmed
Confirmed
Confirmed

Highly Likely
Highly Likely
Highly Likely
Highly Likely
Medium / High
Medium / High
Medium / High
Medium / High
Medium / High
Medium
Medium
Medium
Medium
Medium / Low
Medium / Low

Very Low

The Second Wave of
New Brands Is Coming

If 2025 was the breach, the next two years will be the flood.

We are moving from a breakthrough phase into a period of high-
velocity entry, with a second wave of Chinese manufacturers
currently finalising their UK launch plans. By the end of 2027, the UK
could be hosting up to 30 different Chinese-owned marques, the
most aggressive influx of new brands this market has ever seen.

Here is the part that's easy to miss: attention doesn’t expand. The
5-6% share of search that Chinese brands currently command
hasn't been ‘created’, it's been surrendered. It was reallocated from
incumbents who let their ‘brand gravity’ go flat over the last decade -
the pull that a brand has on people and the market.

If fifteen more brands arrive in the UK with variations of the same
tech-forward, premium-value narrative, there can only be a fight

to win. A handful of brands will manage to turn early adoption into

a structural moat. The rest will discover that 'newness’ has a very
short half-life. Being the fresh alternative works until everyone else is
doing it too.

If a further 1015 brands enter the market, that attention will either:

Fragment further
Concentrate around a small number of breakout winners

Or force weaker entrants into rapid consolidation

History suggests the latter two are more likely than the first.
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The Invisible Battleground
Before the Showroom

Market share is a lagging indicator - it tells you who
won yesterday.

Search behavior, however, is a lead. Before a single signature hits a dealer's desk, there is a
calculated trail of intent and in 2026, that trail is entirely digital.

The UK car-buying journey no longer starts on the forecourt. Today's buyers are self-
educated. They've compared the specs, crunched the monthly payments and watched the
reviews before they even think about a test drive. If Chinese OEMs are actually moving the
needle, it won't show up in the registration tables first. It will show up on the screen.

We asked the only question that matters: Are they winning the search before they've even
sold the car?
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What Insight Can Searc
Give On This Growing Tre

Search data acts as an early-warning system.
It gives us three signals that registration data simply can't:

The Velocity of Awareness
We can see exactly who is breaking into the
shortlist and how fast they're doing it.

Depth vs. Noise
It shows us whether a brand has staying power or
if it's just riding a temporary PR wave.

The Early Lead
It picks up the tremors of market disruption
long before the first delivery is made.

Registrations tell you what happened, but search tells you what's forming.

Right now, search data is telling a story that the established players aren’t
going to like.

¢J UpShift
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Measuring Brand Gravity,
Not Just Buyer Intent

The figures on the following page represent total average
monthly UK search volume across all keywords containing
each brand name.

This is raw branded attention. It includes:

Model research
Ownership queries
Finance and leasing searches
Share price interest

We haven't stripped this down to "buying intent” and that's a
Motorsport association deliberate choice.

Cultural and aspirational searches We aren't trying to count how many people are hovering over
a 'buy now’ button this week.

We are measuring brand gravity, meaning how much a brand
pulls in customers. It's about the total space a name occupies
in the British psyche.

In a search-driven market, if you don't own the mindshare
early, you've already lost the battle for perception. By the time
they reach a configurator, the story has already been told.
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Measuring Brand Gravity, Not Just Buyer Intent cont.

Legacy vs. Chinese OEM

1 FORD 7500,000 27 LEXUS 923,000
Search Volume 2  BMW 6,800,000 28 DACIA 910,000
3 AUDI 5,700,000 29  MCLAREN 845,000
4 MERCEDES-BENZ 5,400,000 30 LAMBORGHINI 773,000
5 VOLKSWAGEN (& VW) 4,800,000 31 CUPRA 753,000
6 TOYOTA 3900.000 32 ASTON MARTIN 721,000
7 TESLA 3100,000 33 JEEP 685,000
8 NISSAN 2900,000 34 MG @ 668,000
9  KIA 2.900,000 35 JAECOO @ 623,000
10 HONDA 2,400,000 36 BENTLEY 615,000
11  VOLVO @ 2,300,000 37 POLESTAR @ 588,000
Legacy OEMs 12 VAUXHALL 2,300,000 38 LOTUS @ 401,000
94.9% 13 HYUNDAI 2,300,000 39 OMODA 388,000
14  PORSCHE 2100,000 40  ALFAROMEO 354,000
15 PEUGEOT 2100,000 41 SUBARU 342,000
16 SKODA 2,000,000 42 SMART 320,000
17 RENAULT 2,000,000 43  MASERATI 206,000
18 LAND ROVER 1,600,000 44 ABARTH 163,000
19 JAGUAR 1,600,000 45 LEAPMOTOR @ 85,000
20 FERRARI 1,500,000 46 SSANGYONG 75,000
21 ROLLS-ROYCE 1,500,000 47 GEELY @ 47,000
22 SUZUKI 1,400,000 48 DS AUTOMOBILES 28,000
Chinese OEMs 23 FIAT 1,300,000 49 ORA 24,000
51% 24  CITROEN 1,300,000 50 15,000
25 MAZDA 1,200,000 51 3,000
26 BYD @ 1100,000

¢J UpShift
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Why Raw Attention
Still Matters

Raw attention tells a different story than a
registration table.

It reveals that brand gravity, the difference between a brand people
buy and a brand people follow.

Ferrari and Jaguar live on heritage and cultural noise. Tesla is as
much a tech-stock conversation as it is a car conversation. Chinese

brands don't have that luxury. They don't have 100 years of the "halo’

effect to fall back on. Every click they get is earned through current
product, aggressive pricing and pure novelty.

From Gravity to Trajectory

While legacy brands are remarkably stable, operating within
predictable, established attention ranges, Chinese OEMs are
behaving like start-ups. They aren’t just occupying space, they're
accelerating through it.
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A Decade of
Digital Brand
Reallocation

Before examining the acceleration of individual
Chinese entrants, it's important to zoom out.

Short-term growth curves can be compelling, but structural market
change rarely happens in a single year.
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A Decade of Digital Brand Reallocation

To understand whether the current shift
is temporary momentum or part of a
deeper reordering of brand hierarchy, we
analysed core brand search demand over
a ten-year period.

Rather than examining all keyword
variations, this analysis focuses solely

on searches containing the brand name
itself (for example, 'Ford’ rather than 'Ford
Puma review' or 'Ford finance).

A note on the methodology:

We recognise that search behavior has
evolved. Buyers are more specific now
than they were in 2016, often bypassing
the brand name to search for a specific
model or a long-tail query. But this shift
in "how’" we search has applied to every
manufacturer on this list. Core brand
search remains the ultimate equaliser as
it's the digital ‘front door’ of the company.

The results suggest that the competitive
landscape has been evolving for longer
than the 2024-2025 registration data
might imply.

¢F UpShift

BRAND
BYD @
JAECOO @
OMODA @
POLESTAR @
TESLA

MG @
DACIA
HYUNDAI

KIA

TOYOTA
LEXUS
SKODA
VOLVO @
BMW

JEEP

AVG. MONTHLY SEARCH
VOLUME FOR SINGLE
CORE BRAND TERM

2016 2025
157,000
130,000
49,000
10,000 112,000
118,000 316,000
21,000 44,000
39,000 66,000
112,000 172,000

81,000 123,000

129,182 167,000
49,000 62,000
88,000 110,000
67,000 79.000
200,000 205,000
40,000 40,000

AVG. MONTHLY SEARCH
VOLUME FOR SINGLE
CORE BRAND TERM

YOY% BRAND 2016 2025 YOY%
VOLKSWAGEN 240,000 233,000 -3%
MERCEDES-BENZ 240,000 231,000 -
ABARTH 11,500 11,000 -4%

1020% AUDI 217,000 202,000 -

168% SUZUKI 49,000 45,000 -8%
10% FORD 105,695 96,300 -
69% MAZDA 46,000 41,000 -%
54% PEUGEOT 87138 77500 -
52% NISSAN 94,000 82,500 -12%
29% RENAULT 68,000 58,000 -
27% LAND ROVER 85,000 72,000 -15%
25% HONDA 47,000 39,000 -
18% JAGUAR 122,000 94,000 -23%
3% VAUXHALL 122,000 91,000 -
0% FIAT 31,000 23,000 -26%
WHICH CHINESE CAR BRANDS WILL SURVIVE THE UK MARKET? 19



Legacy Brands Are Flatlining

The ‘compression’ of legacy brands didn't start with the 2025 Chinese influx - it's been a
decade in the making.

Since 2016, household names like Vauxhall, Fiat and Citroén have seen their brand gravity
drop by more than a quarter. Even the ‘'untouchable’ German premiums like BMW, Audi and
Mercedes have hit a ceiling, either flatlining or contracting.

This isn't to say these brands are irrelevant - they still command massive volume, but they are
no longer growing in proportion to the market. Many have stopped attacking. They are playing a
defensive game, trying to protect established territory while the ground shifts beneath them.

Between 2016 and 2025:

7y FIRT 2

declined by approx. declined by approx. declined by approx.

25% 26% 27 %

»  ©

declined by approx. declined by approx. declined by approx.

23% 12% 9%

Even among premium brands,
growth has largely plateaued:

BMW remained broadly
flat over the period

Mercedes-Benz declined slightly
Audi declined modestly

Volkswagen contracted marginally

This doesn’'t suggest irrelevance.

These brands continue to command
significant search volume and remain
commercially powerful.

However, it does indicate their core brand
gravity has not expanded in proportion to
the broader digital growth of the automotive
category.

i ?
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Challenger Expansion

Several challenger and technology-led brands have experienced
structural growth in core search demand over the same period.

These gains aren't single-year spikes and the distinction matters.
Atemporary surge reflects campaign activity, but sustained growth
reflects brand adoption.

Between 2016 and 2025:

' @
search vol. increased expanded by over more than doubled

~168% 1,0007% X2

:c®m

2PACIA

sustained expansion over

50%

grew by approx.

~69%
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New Baselines Emerging

The most recent entrants underscore how rapidly digital brand gravity
can now form.

BYD, Jaecoo and Omoda, all of whom had minimal or no UK baseline
search presence a few years ago, now command substantial core search
demand. BYD alone now attracts over 150,000 core brand searches per
month in the UK. Jaecoo has established a six-figure baseline within its
first full year of operation. That level of brand formation historically took
decades. It's now occurring in a matter of years.

A Gradual Shift, Not a Sudden Shock

This data suggests the current Chinese expansion is not an isolated
disruption event. It's the acceleration phase of a longer-term
reallocation of digital attention, over the past decade:

Some legacy brands have experienced gradual
compression in core brand demand

Challenger brands have expanded structurally

New entrants have demonstrated the ability to establish
meaningful brand baselines at unprecedented speed

The hierarchy of automotive brand gravity in the UK has been shifting.
The acceleration observed in 2024 and 2025 is not the beginning of that
change, it's the point the change became visible in registration data.

WHICH CHINESE CAR BRANDS WILL SURVIVE THE UK MARKET? 21



The Stability of the Incumbents

Look at the search curves for Ford, Kia, Nissan, or Toyota over the last These brands live within predictable “attention bands.” They might spike
decade and you'll see a consistent signature: seasonal dips, the sharp for new plates or flagship drops, but they aren’t jumping into new search
shock of the pandemic, and a gradual recovery. Ultimately, however, leagues. Their curves have reached a plateau. This maturity, built on
these brands remain strictly range-bound. decades of equity, now creates a specific strategic constraint.

Search Volume Comparison

200,000 A
KIA FORD NISSAN @ TOYOTA
175,000
150,000
125,000

100,000

75,000 -

50,000 -

25,000 -

O T T T T T T T T T T
2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025
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A Different Shape of Growth

Against the steady ‘cruise’ of older brands, the trajectory of Chinese Jaecoo and Omoda are even more aggressive. They arrived with zero history,
entrants looks very different. Legacy brands swing back and forth as BYD, hit a vertical inflection point and then simply refused to drop back down.

Jaecoo and Omoda accelerate. i _
Legacy growth is about brand maintenance, whereas new entrant growth

Before 2022 BYD were invisible in UK search. Since then, the volume hasn't  is about category capture. One is trying to keep what it has and the other is
just spiked, it's shifted to a completely different altitude and stayed there. building a new reality in real time.

Search Volume Comparison

250,000 -
LEGACY BRANDS BYD @ JAECOO OMODA
225,000

200,000 - /\ O
175,000 - J
150,000 -+
125,000 -
100,000 -~
75,000 -~
50,000 -+

25,000 -

0 T — T T
2022 2023 2024 2025 2026
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Case Study:
— h D

How Digital Brand Gravity Forms
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How Digital Brand Gravity Forms

BYD's growth in the UKwasn't a slow burn; it was a series of tactical events. In early 2022,
the brand was effectively a ghost in the British consumer consciousness, with monthly
searches languishing below 5,000.

Search Volume for ‘BYD'.

250,000 -~

200,000 -~

150,000 -

100,000 -

50,000 -

Source: AHREFS
o T T T T

2022 2023 2024 2025 2026

What followed is the blueprint for how a modern challenger can engineer brand gravity
from scratch. The growth curve does not behave like organic discovery and instead it
behaves like a coordinated market entry campaign.
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Phase 1: The 'Ghost' Infrastructure
(2014-2022)

Long before it sold a passenger car, BYD built a massive,
invisible foundation of trust within the UK's public sector.

Public Transit Dominance: Since 2014, BYD has supplied
more than 2,000 electric buses to major UK cities.

National Grid Partnership: Since 2016, the company has provided
1.8GWh of battery energy storage to the UK's National Grid.

Market Familiarity: This meant that while the brand was new to consumers,
it was already a proven entity to government and infrastructure partners,
allowing for a smoother regulatory entry than its competitors.

Phase 2: The Multi-Model Blitz
(2023-2024)

BYD officially entered the retail market in March 2023 with
a rapid-fire product rollout that bypassed the typical ‘'one-
model-at-a-time" approach.

Product Saturation: Within two years, they launched five models,

including the ATTO 3 SUV, DOLPHIN hatchback and SEAL saloon.

Search Volume & Awareness: This blitz caused brand recognition
to skyrocket from 1% in 2023 to 31% by late 2024.

Rapid Retail Expansion: Avoiding the direct-to-consumer model,
BYD partnered with established dealer groups like Arnold Clark and
Vertu Motors, growing from 14 sites to 60 by the end of 2024.
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Phase 3: The 'Mainstream Breakthrough'
(2025)

2025 was the year BYD transitioned from a niche EV alternative
to a mainstream powerhouse, largely by embracing hybrid
technology.

The ‘Killer App’: The launch of the SEAL U DM-i (Plug-in Hybrid) solved range

anxiety for many UK buyers, becoming the best-selling PHEV in the UK for 2025.

Dethroning Tesla: In early 2025, BYD surpassed Tesla in UK sales for
the first time. By September 2025, its monthly sales had surged 880%
year-on-year, reaching 11,271 units in that month alone.

Cultural Saturation: Sponsorship of the UEFA EURO 2024 tournament
was a turning point, driving massive search volume and positioning the
brand as a household name alongside established European icons.

2025

Phase 4: Market Maturity & Industrial Power UK Registrations 51,422
(2025-2026)

By early 2026, BYD has established a nearly unassailable position
in the UK's 'New Energy’ market. UK Market Share 2 559

Growth Rate 880%

Volume Dominance: BYD closed 2025 as the 6th best-selling car brand in the

UK with 51,422 total registrations, capturing a 2.55% total market share. o
Retail Sites 125

Network Saturation: By December 2025, they reached the milestone of 125 retail sites,
ensuring an average drive time of just 27 minutes to a dealer for most UK residents.

Search Context Shift: Market data shows that ‘BYD' is no longer just a discovery
search. High buyer intent is now reflected in growing queries for specific
aftersales, parts and maintenance as the brand’s road presence matures.
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The Strategic Verdict S

BYD's rise proves three uncomfortable truths for the legacy brands:

Gravity is Engineered

Brand power is no longer the exclusive result
of a hundred-year heritage.

Spikes are for Vanity,

through relentless product cadence and Floors are for Samty
high-impact visibility.

It can be manufactured in 36 months

The 'win"isn't the peak of the launch spike,

it's where the volume settles afterward. The Window is Closmg
BYD successfully ‘stairstepped’ its way to BYD had the advantage of being the first to
dominance by consistently raising its floor. execute this at scale.

As fifteen other brands attempt the same
‘stacked wave'’ strategy. the cost of attention
will skyrocket.

Digital gravity works, until the gravity of too many
competitors starts pulling the market apart.

: ?
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Case Study:
IN=C00

The Anatomy of a Vertical Launch
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The Anatomy of a Vertical Launch

If BYD is a story of stacked waves, Jaecoo is a story of a vertical breakout. Most new brands
spend years ‘introducing’ themselves to the UK. Jaecoo bypassed the handshake phase
and went straight to the throat of the mid-premium market.

The data below isn't a typical growth curve, it's a launch trajectory that shouldn’t be
possible for a brand with zero legacy.

Search Volume for 'Jaecoo'.

250,000 -~

200,000 -~

150,000 -

100,000 -

50,000 -

Source: AHREFS

2023 2024 2025 2026
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Phase 1: The Infrastructure Heist
(Late 2024)

By piggybacking on sister-brand Omoda’s infrastructure,
Jaecoo unlocked 70+ dealers before selling a single car.

By the time they officially ‘arrived,” major UK retail groups like Arnold Clark and Listers were
already in their corner.

Phase 2: The 'Fastest-Growing’ Blitz
(Jan - May 2025)

The launch of the Jaecoo 7 was a masterclass in UK-specific
positioning.

They didn't pitch it as a ‘Chinese EV', they pitched it as a rugged. tech-heavy SUV for

the ‘adventurous’ British lifestyle, anchored by rugby legend Chris Robshaw. The result?
28,000 registrations in year one. On Google, 'Jaecoo cars' became the third most trending
car query in the country.

WHICH CHINESE CAR BRANDS WILL SURVIVE THE UK MARKET?
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Phase 3: Solving the Range Anxiety Trap
(Mid - Late 2025)

While other entrants tethered themselves exclusively to a
fluctuating EV market, Jaecoo pivoted.

Their ‘Super Hybrid System’ (SHS) was the silver bullet, offering a 745-mile total range. It
worked. The SHS accounted for 70% of their 2025 volume. Crucially, 55% of these sales
were private retail, real people spending their own money, not just fleet managers ticking
boxes.

2024 20
(PRE-LAUNCH) (F'S(SELE;JLL
Phase 4: Toppling the Icons URegistrations 150 28,32

(Jan 2026)

By January 2026, the 'newcomer’ label was officially dead.

The Jaecoo 7 became the second most popular car model in the UK, leapfrogging the Ford
Puma and sitting right on the bumper of the Kia Sportage. With nearly 5% market share
(combined with Omoda), Jaecoo has proven that the "brand-building cycle’ is a myth.

o 2.38%
UK Market Share 0.01% (w/ Omoda)
Jaecoo 7

Best Seller N/A (26,048)

Retail Sites 101
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The Strategic Verdict JNECOO

Jaecoo’s 12-month sprint reveals the new reality of the UK market

Dealer Confidence is the
Ultimate Short-Cut

You can't scale in the UK from a website.

By securing the big-name dealer groups The Hybrid Hedge
,early, Jaecoo borrowed legacy”trust to sell In a transition market, being ‘EV-only'is a
new' tech.

I bility. .
vuinerabity Speed is the Best Moat
Jaecoo’s success was built on giving the

UK buyer the tech they wanted without the By moving from zero to a top-10 model
range anxiety they feared. in a year, Jaecoo has compressed the

competitive window.

They didn't give the legacy brands time to
react.

' ?
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The Architecture of Survival

We have to look at the structural reality: are Chinese brands creating new space or are they
simply crowding the existing room?

In the UK, success depends on the ‘why," not just the "how fast." We are moving past the era of momentum and
into the era of overlap. This is where differentiation becomes a survival trait.

When fifteen different brands all pitch the same script, the ‘premium-tech-hybrid-SUV’, the curves collide. At that
point, growth stops being a victory lap and starts becoming a zero-sum battle for a single slice of the market.

If growth tells us who is moving, what determines who survives?



Why the UK Market
Won't Absorb 30
New Brands

As the second wave of Chinese entrants hits the UK
in 2026, the competitive dynamic is shifting from
expansion to compression.

The question is no longer whether these brands can gain attention, it's
whether they are building distinct, defensible positions or if they are all
heading toward the same narrow, ‘tech-forward’ corridor.

When positioning overlaps, three predictable forces follow:

< Price competition (the race to the bottom)
< Margin erosion (the cost of the race)

<@ Consolidation (the end of the race)

Acceleration without structural differentiation produces volatility.
To move beyond surface momentum, we mapped the 30+
established and incoming Chinese marques across six structural
filters. Our goal isn't to rank them, but to answer a fundamental
question:

How many genuinely different positions actually exist?

¢J UpShift




The Strategic Filters

We examined the landscape through six lenses to see if these brands actually look different or if they just describe themselves differently

Trust vs. Frontier Innovation Ecosystem vs. Engineering Differentiation Risk vs.
Market Tier

Is radical tech backed by a reliable Is the value in the driving

service backbone? dynamics or the digital platform? Are you unique or just ‘premium-

adjacent’ like everyone else”

Residual Value Confidence vs. Fleet vs. Retail Alignment |[dentity vs.
Battery Strategy Technology Targeting
Does the channel strategy match
Is the long-term value protected the product’'s DNA? Are you solving a human problem
by the tech choice”? or just adding screens?

Individually, each filter highlights a pressure point. Viewed together, they reveal a hard truth:

WHICH CHINESE CAR BRANDS WILL SURVIVE THE UK MARKET?
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Filter 1: Trust viability

Trust vs Frontier Innovation

If market consolidation is coming, the first filter isn't about horsepower or screen size. It's about
credibility.

The UK automotive market has a long history of rewarding innovation, but only when it's anchored

by reassurance. Buyers don't just purchase a car, they purchase a promise of future support.
Warranty depth, dealer density, brand lineage and residual value confidence are the silent architects
of the adoption curve.

While “frontier’ technology, hyper-intelligent Al, autonomous features or experimental battery
chemistries, can capture attention in a single search cycle, it doesn’t automatically convert into a
signature on a contract.

To identify which entrants are built for the long haul and which face a structural "trust gap’, we mapped the
landscape across two specific axes.

The matrix that follows exposes the primary tension in the 2026 market: innovation without embedded trust
stalls mainstream adoption. Conversely, high trust without technological relevance leads to a slow slide into
the 'Heritage Trap.’

When plotted, the separation becomes clear.

WHICH CHINESE CAR BRANDS WILL SURVIVE THE UK MARKET? 37



Trust vs. Tech Matrix (Reliability Signal vs. Frontier Innovation)

The Horizontal Axis 10 ——Yangwang-(—NiO-
(Trust): Xiaomi Auto
Avatr Lotus @

Moving from Disruptor/ Zeekr )
Unproven to Established/ IM Motors Polestar @
Trusted. This measures 8 Lynk &Co BYD @

the ‘infrastructure Voyah
of peace of mind’ ONVO
(dealer networks, parts
availability and
transparent warranty
terms).

Denza Hongaqi Geely @

Firefly Ddepal smart @

[ ) @ _Lecapmot
Jaeccoo @ @ ORA

Aion Haval @

=

Innovation
o
w
@
D
()]

Lepas
The Vertical Axis

(Innovation):

4 Aiways Chery (core)
MG @
Moving from Standard/ Skyworth
lterative Tech to
Frontier/Moonshot'’
Innovation. This measures
the ambition of the
product, from software- @ Established / UK Active
defined platforms to New/Entry brands ( Audit)

radical new powertrains. 0 l k

0 2 4 6 8 10
Trust

i ?
"' UpShlft WHICH CHINESE CAR BRANDS WILL SURVIVE THE UK MARKET"




m

The Moonshot Innovators
(Disruptor / Unproven + Frontier Innovation)

This quadrant is attention-rich but stability-light.

These brands lean heavily into breakthrough narratives:
<@ Solid-state ambition

<@ Extreme performance

<@ Advanced ADAS stacks
<@ Software-first identity

They generate headlines, intrigue and early adopter interest, but
they face two structural hurdles in the UK:

<@ |Limited trust infrastructure

<@ Unproven long-term durability and resale confidence

In consumer markets, this can work, but it's less likely in in fleet and
leasing industries.

Some brands here will graduate into the top-right quadrant.
Many will struggle to convert innovation claims into sustained volume.

This territory is very high-risk, high-reward as it's so volatile.

¢J UpShift
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The Tech Giants

(Established / Trusted + Frontier Innovation)

These brands combine technological ambition with institutional
reassurance. They are not simply innovative, they are credible
innovators.

Brands in this quadrant benefit from:
<@ Recognisable ownership structures or heritage

<@ Strong warranty positioning or dealer footprint

< Tangible innovation narratives such as battery architecture,
software ecosystems or performance engineering

This is structurally advantaged territory.

In the UK market, high-tech positioning without trust can stall adoption.
Trust without forward relevance can cap growth. The brands that
combine both are able to:

<@ Scale into fleet channels
<@ Command stronger residual values
< Sustain premium pricing

<@ Convert curiosity into mainstream adoption

This is the narrow corridor where long-term scale is most defensible.
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The Unproven Value Entrants

(Disruptor / Unproven + Iterative / Standard
Tech)
This is the most structurally exposed position.

These brands do not currently anchor their proposition in frontier
innovation, nor do they possess established trust signals in the UK,

Without strong technological differentiation or embedded
reassurance, competition shifts toward:

<@ Price
<@ Specification density

<@ Short-term promotional levers

But in saturated markets, this creates margin pressure. Some brands

in this quadrant may reposition upward through innovation. Others
may attempt to move rightward by building trust through warranty,
partnerships and distribution scale.

Staying static here carries a significant risk.

¢F UpShift
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The Reliable Mainstream

(Established / Trusted + Iterative / Standard
Tech)

These brands signal stability and operational maturity - they are safe,
dependable choices.

They typically benefit from:
<@ Established UK networks
<@ Clear warranty signals

<@ Conservative product evolution

<@ Strong fleet relationships
The commercial advantage here is predictability, but they're held back
by the ceiling.

Brands in this quadrant rarely see explosive growth, but they usually
hold their ground. The challenge is staying relevant as cutting-edge
innovation becomes more visible and expected.

In times of rapid technological change, standing still can mean
slowly falling behind.
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Trust viability: What the Map Reveals

The matrix doesn't just show where brands are - it shows where they are trapped.

The Innovation Cluster
Is Overcrowded

A significant number of incoming brands, names like NIO, XPeng and
Zeekr, sit in the upper-left of the matrix, leaning heavily into ‘frontier’
narratives: 5-minute charging, software-defined cockpits and Al-
integrated cabins.

Technological ambition is the fastest route to legitimacy in the West

Innovation is no longer a differentiator if everyone is claiming it. When
multiple brands cluster around high-tech positioning without equally
strong trust signals, the field becomes unstable.

In a dense cluster, ‘China Speed’ becomes a liability. Without a distinct
identity, these brands face compression risk, competing for the same
narrow pool of early adopters while the mainstream waits for a reason
to care.

¢ UpShift

‘Safe but Slow' Territory
Is Defensible

The lower-right quadrant, where incumbents like Toyota, Nissan and
Kia pair strong trust with iterative technology. is remarkably stable. It's
difficult for new entrants to displace these giants without either:

Meaningfully undercutting on price

(a race to the bottom that erodes margins)

Leaping ahead on technology

(which shifts the brand back into the ‘Unproven’ quadrant)

Simply being ‘competent’ is not enough. For second-wave entrants,
replicating a ‘reliable mainstream’ proposition without 50 years of UK
infrastructure is a losing game.
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Trust viability: What the Map Reveals

The Narrow Corridor of Scale

The top-right quadrant, Trusted and Technologically Progressive, is
the ultimate prize. This is where BYD is currently fighting to settle and
where Tesla has historically lived. Moving here requires more than a
marketing budget - it requires:

Warranty Strength

Backing the tech with a ‘no-quibble’ infrastructure.

Residual Value Support

Demonstrating that a software-defined car won't be worth zero in 36
months.

Fleet Confidence

Winning over leasing giants who prioritize total cost of ownership over
‘karaoke apps.’

¢ UpShift

The Real Risk Is Overlap,
Not Weakness

The most important insight from the map is that many are highly
similar. As the UK market hits its 2026 ‘'Selection Phase,’ the pressure
will concentrate on the brands that cannot move Right (toward trust)
or Upward (into credible innovation leadership).

Acceleration may bring brands into the market, but structural
positioning will determine which of the 30+ marques remain by 2030.
The ‘indistinct middle’ is a graveyard.
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Why This Matters

Markets reward defensibility, not just momentum.

In 2026, as the UK hits its ‘Selection Phase’, the sheer volume of entrants, over 30
marques fighting for a 2-million-unit market, means that growth is no longer a guarantee
of survival.

The clustering we see on the map is a warning sign. WWhen too many brands crowd the
same space the ‘premium-tech-attainable’ space, differentiation vanishes.

Pricing power weakens, margins erode and dealer partners become ruthlessly selective.

In this environment:

< Growth is just the cost of entry.

<& Structural Positioning is what decides who stays in the room.

¢J UpShift
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Filter 2: Strategic

Orientation
Ecosystem vs Engineering

Even with established trust, survival in the 2026 market will not be decided by reputation alone, it'll
be shaped by how a brand defines its ‘value.’

Some brands are fundamentally engineering-led. Their differentiation is built on hardware:

proprietary battery chemistry, chassis dynamics and thermal management. They compete on the
substance of the machine itself. Others are ecosystem-led. Their proposition centres on the ‘digital
skin: integrated software stacks, Al-driven cockpits and connected services. They compete on platform
gravity.

To understand if the second wave is diversifying the UK market or merely converging around a single
philosophy, we mapped the 2026 landscape across two axes.

In a market where 160+ EV models are now available to British buyers, ‘being an EV'is no longer a USP. If
multiple brands cluster around the same orientation at the same price point, the pressure is no longer just
competitive, it is structural.

Here's what the pattern reveals when plotted.
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Strategic Brand Positioning Matrix

The Horizontal Axis
(Orientation):

Moving from Engineering
& Hardware to Ecosystem
& Software.

The Vertical Axis
(Tiering):

Moving from Mass
Market (£25k—£45k) to
Ultra-Luxury & Premium
(E£100k+).
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Tiering
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Hardware Prestige
(Engineering-Led + Ultra-Luxury)

This is the quadrant of mechanical authority. Brands here anchor their
value in the physical: high-performance power-trains, chassis depth
and manufacturing pedigree.

The Advantage
Authenticity. Engineering-led premium brands command higher

margins because their value is tangible, proprietary and difficult to
clone.

The Constraint

Scalability. In a 2026 UK market obsessed with connected services, a
‘pure’ engineering narrative risks feeling like a legacy throwback unless
it is paired with modern digital depth.

Strategic Outlook

High prestige. but a narrowing space for growth.

¢J UpShift
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Digital Luxury

(Ecosystem-Led + Premium)

This is the most volatile and contested territory in the ‘Selection Phase.’
These are the 'Software-Defined Vehicles' (SDVs), integrated mobility
ecosystems that lead with Al and connected experiences.

The Sweet Spot

This is the primary target for second-wave entrants looking to bypass
traditional heritage.

The Risk

Extreme compression. \When fifteen brands all lead with "High Tech
+ High Price, differentiation shifts from what you do to how well you
execute it.

Strategic Outlook

This is where the next winners will emerge, but also where over-
similarity will trigger the fastest consolidation. Small failures in UX or
OTA (Over-the-Air) stability will be fatal.
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Pragmatic Volume
(Engineering-Led + Mass Market)

This is the territory of the "Workhorse." Brands here compete on
hardware reliability, cost efficiency and straightforward functional
specs. It's volume-driven logic.

The Strength

Clarity. The buyer knows exactly what they are getting: a tool that
works.

The Constraint

The Ceiling. Without a digital ‘hook’ or ecosystem differentiation, these
brands risk becoming interchangeable commodities judged solely on
price.

Strategic Outlook

A stable quadrant, but not a ‘white space.’ In a crowded entry
landscape, sticking to this script without a distinctive twist invites
brutal margin compression.
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Smart Mobility

(Ecosystem-Led + Mass Market)

This quadrant attempts to bring premium tech, connected interfaces,
app ecosystems and software-first experiences to a mass-market price
point.

The Opportunity

If executed well, these brands can undercut legacy premium players
while making “Traditional Value' brands look obsolete.

The Constraint

Gimmicks. If the ecosystem claims are superficial or the software is
buggy. the proposition collapses. Furthermore, if digital sophistication
outpaces the physical ‘Trust' infrastructure (Filter 1), mainstream
adoption will stall.

Strategic Outlook

This quadrant will produce the biggest breakout volume players of the
decade and the most spectacular exits.
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Strategic Orientation: What the Map Reveals

The distribution across this matrix reveals a strategic ‘traffic jam.

The Digital-Premium Corridor
is Overcrowded

There is a massive concentration of brands in the upper-right
quadrant: Ecosystem-Led + Premium.

The industry has reached a consensus that software-first positioning
is the ultimate shortcut to heritage. The belief is that a slick Ul can
replace 50 years of brand depth.

When fifteen different marques all use the same ‘digital-luxury’ script,

there is no differentiation. If your only edge is a faster processor or a
larger screen, you aren't building a brand, you're selling a gadget.
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True Engineering-Led Premium
Is a Lonely Lane

Very few entrants sit in the upper-left quadrant. This suggests that
hardware-authentic, performance-led luxury is not the primary
expansion strategy for the second wave.

The Opportunity

This leaves a massive opening for brands that can anchor their identity
in mechanical credibility and tangible craft.

The Pivot

In a market saturated with ‘Software-Defined Vehicle' jargon, true
engineering distinctiveness, proprietary chassis tech or innovative
powertrain depth, becomes an under-exploited, high-value territory.
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Strategic Orientation: What the Map Reveals

The Mass-Market Divide

In the lower half of the matrix, the split is stark. We're seeing two
distinct survival models:

The Cost Leaders

Pursuing traditional value through hardware efficiency and ‘no-frills’
reliability.

The Modernity Leaders

Pursuing tech-forward value at accessible prices to make the ‘Cost
Leaders’ look dated.

The Shared Risk: Both are vulnerable. Mass-market hardware without
brand equity is a commodity. A mass-market ecosystem without
software depth is a gimmick.

¢ UpShift

Strategic Diversity is Lower
Than Expected

Perhaps the most critical insight is that despite the ‘30 new entrants’
headline, the strategic approaches aren't that different.

The Clustering Effect

Most brands are gravitating toward an Ecosystem-First, Mid-to-
Premium identity.

The Compression Trap

The second wave is not fragmenting the UK market into infinite niches,
it's compressing it around a few over-used narratives.
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Why This Matters

Trust tells us who can be believed, but Orientation tells us
who is fighting for the same oxygen.

Having a ‘good’ strategy isn't enough if ten other brands have the exact same one. When
strategic overlap occurs, four brutal forces take over:

<> Price Becomes the Only Lever:
When software and screens look the same, the only
way to win a ‘click’ is to cut the margin.

<> Dealer Alignment Becomes a Bottleneck:
Top-tier retail groups like Armold Clark or Listers will not carry five identical
‘tech-premium’ brands. They will pick the winner and drop the rest.

< Residual Value Confidence Becomes Decisive:
Leasing giants won't touch a brand that lacks a distinct, long-term
identity. If the 'Ecosystem’ feels like a fad, the RVs will crater.

<> The Squeeze Accelerates:
The ‘indistinct middle’, brands that aren’t quite engineering powerhouses
and aren’t quite software leaders, will be the first to vanish.

¢J UpShift
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Filter 3: The Identity Trap

Differentiation Risk vs. Market Position

Credibility enables entry, but differentiation determines survival.

In a compressed market, brands do not fail because they're weak - they fail because they are
indistinguishable. The question is whether a brand’s positioning is genuinely distinct or strategically
interchangeable.

To examine this pressure, we mapped the 2026 landscape across two axes.

The matrix that follows is a test of exposure. Brands in the High Risk zone are trapped in crowded

narratives: the ‘value EV." the 'tech-forward SUV," or the "attainable premium.’ Their only defense is marginal
spec-sheet wins or aggressive price cuts. Brands in the Low Risk zone anchor themselves in a clearer
identity, emotional resonance or a truly defensible product philosophy.

WHICH CHINESE CAR BRANDS WILL SURVIVE THE UK MARKET? 51



Differentiation Risk vs. Market Position 2¢/27 Forecast)

The Horizontal Axis
(Market Position):

Moving from Mass
Market (£25k—£45k) to
Premium & Ultra-Luxury
(E£100k+).

The Vertical Axis
(Differentiation Risk):

Moving from High Risk
(Generic/Overlapping)
to Low Risk (Distinct/
Unique).
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Unique Disruptors
(Mass-Market + Low Differentiation Risk)

This quadrant is the home of the ‘'Memorable Challenger.’ These
brands aren't just selling ‘cheap EVs' - they anchor their value

in something singular: a polarising design language, a specific
technological niche or a hyper-focused brand personality.

The Advantage

In @ mass market defined by brutal price wars, distinctiveness is your
only insulation. It protects the brand from pure commoditisation and
gives dealers and leasing platforms a story to sell that isn't just a
monthly payment figure.

The Challenge

Scaling that ‘outsider’ energy without diluting it into a generic
corporate identity.

Strategic Outlook
This is the highest-potential quadrant for producing breakout volume

leaders. If the execution is as sharp as the positioning, these brands
become the new benchmarks.
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Luxury Leaders
(Premium + Low Differentiation Risk)

This is defensible premium territory, the ‘Identity Moat.” Brands here
combine high-tier pricing with a narrative cohesion that feels unique in
the market.

The Advantage

These brands are the most insulated from price wars. Because their
value isn't purely specification-driven, they don't have to ‘race to the
bottom’ to win a customer.

The Constraint

This ground is structurally advantaged, but it's unforgiving. Premium
positioning without constant, visible differentiation is a gravitational
slide toward the middle.

Strategic Outlook

If supported by the 'Trust Infrastructure’ (Filter 1), these brands are built
to weather the cull.
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The Commodity Zone
(Mass-Market + High Differentiation Risk)

This is the most exposed territory on the entire map. Brands here are
fighting in the £25k—£45k space with an identical script: Good value,
competitive specs and decent tech.

The Reality

If your narrative is the same as five other brands, price becomes your
only lever.

The Result

Margins compress instantly, dealer enthusiasm wanes as they get
‘logo fatigue,” and leasing partners become cautious about backing an
interchangeable product.

Strategic Outlook

Volume is possible here, but sustainability is fragile. This is where the
first cracks will appear if the UK fleet appetite shifts.

¢F UpShift

-

Me-Too Luxury
(Premium + High Differentiation Risk)

This quadrant is subtle but lethal. These brands aim high on price and
tech, but their identity is ‘premium generic.' They are expensive, but not
singular.

The Risk

In the Selection Phase, ‘good enough’ luxury doesn’t cut it. Premium
buyers aren't just buying mobility, they are buying narrative depth and
confidence signals.

The Trap

When multiple brands offer the same "tech-forward mobility’ pitch, the
field narrows with brutal speed.

Strategic Outlook

This is the primary zone for consolidation. Among the aspirational
entrants, those in this quadrant are the most likely to be swallowed up
or exit the market as the overlap becomes too expensive to maintain.
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The ldentity Trap: What the Map Reveals

The issue isn't a lack of ambition, but it's a dangerous concentration of identical narratives.

The 'Middle' is a Crowded Room

A massive cohort of brands has clustered into two high-exposure
zones: the Commodity Zone (Mass-Market + High Risk) and the Me-
Too Luxury space (Premium + High Risk).

In both zones, brands are pitching a "Tech-forward, Feature-rich SUV
at an ‘Accessible’ price point.

These are viable entry strategies, but they're not long-term moats.
When fifteen logos all make the same claim, differentiation becomes
marginal. Under the pricing pressure, where SMMT data shows OEMs
are discounting EVs by an average of £11,000, marginal differentiation
evaporates instantly.
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Distinctiveness is
Scarcely Distributed

Despite the ‘barrage’ of 30+ incoming names, very few sit in the Low
Differentiation Risk territory.

The Perception Gap

While headlines suggest a fragmented market of endless choice, the
strategic reality is one of clustering.

The Result

Brands in the low-risk zones, those with a singular technological angle
(like NIO's battery swapping) or a polarising design language, possess
‘narrative insulation." The rest are simply relying on growth momentum
to mask their similarity.
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The ldentity Trap: What the Map Reveals

Premium Positioning is
Not a Shield

There is a visible assumption across the 2026 landscape that moving
upmarket reduces risk. This map suggests the opposite.

The Premium Trap

‘Me-Too Luxury’ brands face a subtler form of exposure. They are
competing for a narrower pool of buyers who have higher expectations
and zero tolerance for brand ambiguity.

The Verdict

A premium brand without a singular identity is more vulnerable than a
mass-market brand with a clear, honest purpose.
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The Real Pressure Point s
Selection, Not Entry

The UK market is resolutely open to experimentation, but it will not
sustain widespread redundancy.

The Cull

As dealer capacity consolidates and leasing giants become more
selective about residual value (RV) risk, the pressure will not be evenly
distributed. It will hammer the zones of highest overlap first.

The Shift

The question is no longer who can launch a car in the UK. It's how
many can occupy a defensible narrative once the ‘China Speed’
novelty fades and the market begins its inevitable contraction.
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Why This Matters

As more entrants converge around the same price bands
and identical 'tech-forward’ narratives, the competitive
advantage of being 'new’ evaporates.

In this environment:

< Pricing power weakens:
When products are interchangeable, the only lever left is the
discount. We are already seeing manufacturers subsidize EV sales
by an average of £11,000 per unit just to maintain volume.

<> Channel partners become selective:
Major UK dealer groups are looking for longevity. As they restructure and optimise
their footprints, they will only make room for marques with a distinct reason to exist.

<> Distinctiveness becomes a moat:
In a crowded market, being unique is
no longer a marketing luxury, its structural protection.

¢J UpShift
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Filter 4: The Economic Foundation
Residual Value Confidence vs. Battery Strategy

In the UK, particularly within the fleet and leasing channels that drive over 50% of the market,
RV confidence is not a secondary metric. A brand can capture attention and generate early
registrations, but if its predicted second-life value is weak, monthly lease rates skyrocket. When the
‘monthly payment’ fails, the brand fails.

Simultaneously, Battery Strategy has become the new signaling layer for technical authority. Standard
LFP or NMC architectures signal pragmatism and cost discipline, while ‘Moonshot’ tech, solid-state
ambitions, battery swapping and 900V architectures, signals frontier intent.

The combination of these two factors reveals whether a brand is viewed as a safe fleet bet or a speculative
technology play. To illustrate this, we mapped the landscape across two axes.

The matrix on the following page is a test of financial durability. Scale is rarely driven by retail enthusiasm
alone. It's financed into existence by the confidence of the big leasing houses (Lex, Arval, Zenith).
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.
The Safe Fleet Bets

(Mass-Market + Low Differentiation Risk)

This is the quadrant of predictability, the "Workhorse' zone. These
brands pair proven, reliable battery architectures (LFP/NMC) with
bulletproof resale outlooks.

The Advantage

High financial insulation. Because they benefit from established

fleet relationships and deep infrastructure, leasing platforms can
model their risk with precision. Monthly payments remain competitive
because the depreciation curve is known and stable.

The Trade-off

The ‘Innovation Ceiling.' These brands are rarely seen as frontier

leaders. Their growth is evolutionary and steady rather than explosive.

Strategic Outlook

In a volatile market, this is the most defensive ground. It's not ‘exciting,’

but it's financed for scale.

¢J UpShift

™

The Future-Proofed Leaders
(Next-Gen Battery + High RV Confidence)

This is the most structurally powerful position in the UK, the ‘De-risked
Innovator.” Brands here successfully combine moonshot narratives
(Solid-State, Swap or 200V) with the financial infrastructure to back
them up.

The Advantage

They enjoy premium positioning without the punitive monthly
payments usually associated with 'new’ tech. This allows for faster fleet
adoption and long-term equity compounding.

The Barrier

Extremely high entry costs. Occupying this space requires massive
capital strength and distribution maturity.

Strategic Outlook

This is the ‘Gold Standard’ territory where durable scale will
consolidate. Very few brands sit here - those that do effectively own the
premium-innovation narrative.
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The Commodity Traps

(Standard Battery + Low RV Confidence)

This is the most exposed quadrant on the map, the ‘Inventory
Graveyard.” Brands here offer conventional tech with zero financial
reassurance.

The Outcome

Without a technological edge or RV underwriting, competition shifts

entirely to price. Discounting becomes structural rather than tactical,

you aren’t running a promotion, you're desperately moving metal.

The Result

Dealer enthusiasm craters as margins vanish and fleet appetite
evaporates.

Strategic Outlook

Volume might be possible in the short term through heavy self-
registration, but long-term sustainability is non-existent. As
consolidation accelerates in 2026, this is where the first exits will
happen.

¢F UpShift

-

The Speculative Innovators
(Next-Gen Battery + Low RV Confidence)

This quadrant is the home of high-velocity excitement and high-
velocity depreciation. It's the 'Early Adopter Trap.’

The Reality

Solid-state ambition or battery swapping generates clicks, but without
RV confidence, that innovation is viewed as a financial liability. Leasing
providers price this uncertainty aggressively, making monthly rentals
prohibitively expensive for the mainstream.

The Risk

If execution falters, the brand is left with expensive technology that no
one can afford to lease.

Strategic Outlook

High upside, but financially fragile. These brands must migrate Upward
(toward Trust) or risk being marginalized as niche experimental players.
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The Economic Foundation: What the Map Reveals

The separation here is between those the market can confidently finance and those it cannot.

Innovation Without
Underwriting is a "Tax’

A significant cluster of brands is currently chasing next-generation

battery narratives, solid-state, battery swapping and ultra-high voltage.

However, only a fraction of them have secured high Residual Value
(RV) confidence.

In today’s UK market, where lease prices have dropped by 6-8% due
to high supply, this distinction is lethal. Technological ambition without
resale credibility becomes self-penalising:

If an underwriter (like CAP HPI or Autovista) cannot model a battery's
36-month value, they apply a ‘risk buffer.

The monthly lease payment inflates, neutralising any "affordable’ list
price. Innovation attracts the headline, residual strength converts the
fleet order.

¢ UpShift

The 'Safe’ Territory is
Fortified but Flat

The upper-left quadrant, combining standard LFP/N

The Defensive Moat

This ground is built on predictability. It appeals to fleet managers
seeking stable Total Cost of Ownership (TCO) and leasing partners
who prioritise ‘’known quantities.’

The Limit

While structurally safe, it isn't expansionary. Brands here are defending
market share rather than redefining it. This is the ‘Gold Standard’ for
stability, but it lacks the frontier pull of the next wave.
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The Economic Foundation

:What the Map Reveals

The Future-Proofed Market is
Reaching Critical Mass

The most advantaged territory, the upper-right quadrant, is where
next-gen tech meets resale assurance. This is where BYD is
consolidating its lead, having already outsold Tesla and Mini in late
2025.

The Requirements

Occupying this space isn't just about a good battery. It requires capital
depth, warranty transparency and active signaling to underwriters.

The Prize

These brands are the only ones capable of scaling through the UK's
2-million-unit market because they are the only ‘innovators’ the leasing
houses feel comfortable backing.

¢ UpShift

The Commodity Trap is Closing

The lower-left quadrant represents the highest vulnerability. Brands
offering standard battery architecture with weak residual confidence
have no narrative insulation and no financial protection.

The Exposure

As used EV prices continue to ‘correct’ in 2026, these brands are being
hit first. With no unique tech to lure retail buyers and no RV strength to
lure fleets, their only lever is aggressive discounting, often exceeding
£11,000 per unit.

The Contraction

This is the zone where market exits will concentrate. If a brand cannot
move Up (toward trust) or Right (toward tech leadership), it will be
priced out of existence by the end of the year.
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Why This Matters

Filter 4 shifts the conversation from brand ambition to
financial viability.

A caris no longer just a product, it's a monthly financial service. The industry is not scaled
purely by retail enthusiasm, it's financed into existence. With the total car lease fleet now

exceeding 1.5 million vehicles and Business Contract Hire (BCH) growing at 8% year-on-

year, the true ‘buyer’ is often a bank or a leasing house.

As the second wave of entrants arrives, a brutal financial selection is taking place:

<> The RV Tax:
With EV residual values under sustained pressure due to oversupply
and aggressive discounting (averaging £11,000 per unit in 2025),
leasing companies are applying significant 'risk buffers.’

<> The Scale Barrier:
If a new brand cannot secure strong RV confidence, its monthly rentals
become uncompetitive regardless of its technology or MSRP.

<> The Shift from Entry to Endurance:
Capital discipline and the ability to reassure underwriters
are now more important than marketing velocity.

¢J UpShift
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Filter 5: What's Driving Growth?

Fleet vs. Retail Channel Alignment

The UK automotive market is structurally defined by fleet and leasing dynamics. While retail buyers
create the 'buzz’, the corporate sector, driven by salary sacrifice, business contract hire (BCH) and
Benefit-in-Kind (BiK) incentives, creates the mass.

With fleet registrations consistently exceeding 50% of the 2-million-unit market, a brand’s ability to 'speak
fleet’ is the difference between a niche experiment and a market leader.

To isolate this dynamic, we mapped brands across two axes.
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The 'Executive Spec Hunters’
(B2B Focus + Lifestyle Appeal)

This is a high-margin ‘pull’ strategy. These are the aspirational
company cars, vehicles that employees choose to sacrifice salary for.

The Edge

They blend the tax efficiency of an EV with the status of a premium
badge.

The Pressure

If the BiK rate creeps up too fast (set to hit 5% in 2027), the ‘premium’
becomes a ‘penalty.’ These brands must constantly justify their higher
P11D values through superior tech or service.

¢J UpShift

-
The 'Fleet Darlings’

(B2B Focus + High BiK/RV Efficiency)

This is the quadrant of maximum scale. These brands have optimized
their P11D pricing and battery range to hit the 'sweet spot’ of UK tax
efficiency.

The Reality

With BiK rates for EVs rising to 4% in April 2026, fleet managers are
hyper-focused on Total Cost of Ownership (TCO). Brands here (like
BYD and Tesla) are winning because they provide the lowest taxable
benefit for the employee and the highest confidence for the leasing
provider.

The Result

They don't just sell cars, they secure ‘sole-supply’ agreements with the
UK's top 500 fleets.
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The 'Retall Rebels’

(B2C Focus + Lifestyle Appeal)

These brands live on high-street presence and emotional design. They
win ‘Car of the Year' awards and attract early adopters who buy with
their own money.

The Advantage

Strong brand equity and ‘cultural traction.’

The Limit

Scaling is expensive. Without a strong B2B strategy. they are locked
out of the salary sacrifice boom, which saw a 118% year-on-year
increase in active leases heading into this year. Retail can provide
high margins, but it cannot provide the 1,000-unit-per-month volume
required to sustain a UK network.

¢F UpShift
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The ‘Utility Workers'

(B2C Focus + Standard Efficiency)

This is a dangerous 'No Man'’s Land." These brands lack the emotional
‘want’ of the Retail Rebels and the financial 'logic’ of the Fleet Darlings.

The Outcome

They are often relegated to daily rental fleets or heavy self-registration,
where they are sold as commodities.

The Risk

In a tightening market, this is the first segment to face ‘channel
exclusion.” If you aren’'t an employee’s first choice or a fleet manager's
smartest choice, you aren’t on the list.
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What's Driving Growth?: What the Map Reveals

Filter 5 reveals a structural imbalance. A brand'’s long-term survival is increasingly tied to its fleet integration rather than its retail buzz.

Fleet Alignment is Concentrated
and Defensive

A relatively small cluster of brands sits firmly in the Fleet-Optimized
territory. These players have done the heavy lifting of securing
underwriting trust, stabilizing residual values (RVs) and optimizing
Benefit-in-Kind (BiK) profiles.

Fleet volume is ‘sticky.” Once a brand is embedded in corporate
replacement cycles, its volume compounds. With fleets accounting
for over 60% of new car registrations, these brands have a protected
baseline that is largely immune to the whims of consumer confidence.

This isn't accidental. It requires disciplined pricing and deep capital
backing. It is far harder to achieve than a viral marketing campaign.

¢ UpShift

Retail-Led Strategies are
Numerous and Volatile

A much larger group of entrants leans toward Retail-Focused
positioning, chasing the ‘Aspirational’ or ‘Lifestyle’ buyer.

The lllusion of Momentum

Retail success creates headlines, five-star reviews and road presence.
However, retail demand today remains highly sensitive to interest rates
and shifts in consumer confidence.

The Exposure

Brands that depend purely on private buyers face immediate risk if the
economy tightens. In a ‘compression’ scenario, retail-heavy brands are
the first to see their order banks evaporate, while fleet-aligned players
continue to fulfill long-term contracts.
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What's Driving Growth?: What the Map Reveals

The Difficulty of ‘Straddling’
Both Channels

Very few brands genuinely balance fleet economics with retail
desirability. Success across both requires:

Competitive Total Cost of Ownership (TCO)

Winning the fleet manager’s spreadsheet.

Brand Desirability

Having a distribution network that can handle both the high-volume
requirements of a lease company and the ‘concierge’ expectations of
a private buyer. The current polarization suggests that only a subset of
brands, the ‘True Scalers’, will achieve this balanced resilience.

¢ UpShift

Scale is Channel-Driven, Not
Narrative-Driven

The ultimate insight is this: Volume is not awarded evenly across
positioning types, it flows through fleet infrastructure. * The Narrative
Trap: You can have the most ‘innovative’ car on the market, but if it
doesn’t align with Salary Sacrifice logic or BiK efficiency, you are locked
out of the primary growth driver this year.

The Long Game
Retail-led players may build a famous identity, but fleet-aligned players

build compound volume. And in the automotive world, compound
volume is the only thing that survives a downturn.
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Why This Matters

As the UK market matures, the ‘Selection Phase' is no longer
about who can launch the fastest - it's about who can scale
the deepest.

The conversation has shifted from:

<> Who is innovative?
<> Who is differentiated?

<> Who has residual confidence?

To the ultimate survival metric: Who is structurally aligned with the channels that actually
move the needle in the UK?

With 61.2% of the market now driven by fleets and Salary Sacrifice leases seeing triple-
digit growth, a brand'’s success is determined by its integration into the 'Financing
Engine.’ In a market where BiK rates are rising to 4% (April 2026) and the ZEV mandate is
tightening to 33%, a brand without a fleet-first infrastructure is functionally invisible to the
majority of UK buyers.
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Filter 6: Audience
Clarity & Precision vs. Drift

Strategy determines direction and channel determines scale, but audience determines resonance. A

brand can be innovative, well-financed and fleet-aligned and still stall if its target is ambiguous. Brands
that try to speak to everyone in this second wave inevitably dilute their message and lose their ‘Point of
View' (POV).

To isolate this pressure, we mapped the 2026 landscape across two axes.
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The Traditional Elite

(Conservative + Status-Led)

This is the defensive stronghold of legacy luxury. These buyers seek
‘The Safe Premium.’

The Audience

Older (45+), higher-income and skeptical of ‘disruptor’ quality.
They prioritise brand depth, craftsmanship and a physical dealer
relationship.

The Advantage

Trust. In a year where 37% of dealers are still wary of new-entrant
reliability, this group will pay a premium for a logo they recognise.

The Challenge

Stagnation. As younger cohorts (who now make up 40% of the leasing
market) move away from traditional ownership, this ‘Elite’ pool is
shrinking.

¢J UpShift
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The Visionaries
(Digital Native + Status-Led)

This quadrant is the home of the 'High-Tech Halo." These buyers don't
just want a car, they want a badge that signals they are living in the
future.

The Audience

Younger (25-44), urban and tech-savvy. They are the 12% of buyers
actively cross-shopping new Chinese entrants against Tesla and
Polestar.

The Competitive Edge

They reward 'China Speed’ and radical software. For them, a vehicle is
a mobile device first and a car second.

The Risk

Fatigue. ‘Al excitement’ is being replaced by ‘Al evaluation.’ If the tech
doesn’t solve a real-world problem, this group will pivot to the next
trend.
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The Rational Majority

(Conservative + Utility-Led)

This is the "Value Guard.' These buyers see a car as an appliance. They
aren't interested in gamified apps or autonomous 'visions', they want a
carthat won't break and is cheap to run.

The Audience

The 51% of UK buyers who list ‘Affordability” as their top priority.

The Reality

They are the hardest to convert to EV. They are the ones asking online
forums about ‘maintenance costs’ and "battery health.’

The Risk

The ‘Commodity Trap." If a brand in this quadrant lacks a clear ‘Smart’
hook, it will be judged solely on its used-market price, leading to a race
to the bottom.
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The Smart Pragmatists
(Digital Native + Utility-Led)

This is the most explosive growth zone. These buyers are tech-literate
but hyper-focused on value and ‘everyday reality.’

The Audience

The ‘Progressive Middle." They value range, fast charging and
integrated apps, but they judge them on whether they actually work
during a rainy Tuesday commute.

The Advantage

These brands (like BYD and MG) have moved past the hype. They offer
high-spec ‘Marketing Stacks’ at prices that make legacy brands look
overpriced..

The Result

They are the 'Salsa’ (Salary Sacrifice) champions, capturing the 17-34
demographic who prioritize monthly cost over heritage.
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Audience: What the Map Reveals

Filter 6 highlights a more discreet but equally dangerous form of compression.

The Visionary' Audience is
Reaching Saturation

A disproportionate number of brands have pivoted toward the Digital
Native / Identity-Led quadrant. They are all speaking the same dialect:
Innovation, Disruption and Status-through-Technology.

That UK growth is exclusively driven by tech-forward early adopters.

While EV ownership among 25-34-year-olds has hit a record 65%, this
‘Visionary' pool is finite. When fifteen brands chase the same high-
frequency tech audience, differentiation becomes purely aesthetic,
color palettes and Ul skins replace true strategic positioning. Being
‘tech-forward’ is no longer a USP - it's the minimum price of entry.

¢ UpShift

The ‘Rational Majority' is Large,
Durable and Ignored

Far fewer entrants are anchored in the Conservative / Utility-Led
quadrant. Yet, this segment remains the economic bedrock of the UK.
These buyers prioritise reliability, simplicity and cost discipline (the
‘Smart Value' seekers).

The Opportunity

While "Visionary’ brands fight for headlines, the Rational Majority, who
account for the 51% of buyers listing ‘Affordability” as their top priority,
are often under-served by the new wave.

The Verdict

The lack of brands here suggests that many entrants are pursuing
‘Aspiration’ over ‘Insulation.” In a 2026 market where used EV sales
are growing at 46%, this pragmatist audience is where the long-term
volume lives.
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Audience: What the Map Reveals

The 'Hybrid Positioning” Gap

Very few brands successfully bridge the gap between Digital
Innovation and Conservative Reassurance.

The Scalability Trap

Brands that over-index on ‘Identity’ struggle once the novelty fades
and the car has to perform as a tool. Brands that over-index on
‘Rationality’ struggle to be noticed in the first place.

The Winners

The rare players who can offer a ‘Next-Gen’ experience backed by
‘Legacy’ levels of trust (Filter 1) are the ones capturing the broad
middle-market.

¢ UpShift

Selection Pressure is
Accelerating

The most important pattern is the alignment across all filters. The
clustering we see in Ecosystem Positioning and Premium Aspirations is
mirrored here in Audience Targeting.

The Crunch

When multiple brands pursue the same consumer archetype through
the same segment, the market’s 'Selection Pressure’ accelerates.

The Result

We are moving from a market of ‘Experimental Entry’ to one of
‘Mainstream Elimination.’ The brands that survive 2026 will be those
that have moved past the "Tech-Forward’ cliché and secured a
specific, defensible psychological territory.
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Why This Matters

Markets rarely eliminate brands purely because their
products are weak. They eliminate brands that fail to occupy
a distinct mental territory.

In a landscape where the ZEV mandate has tightened to 33% and over 60 new EV models
are hitting UK shores this year alone, 'being good'’ is no longer a strategy. It's a baseline.

If the UK market eventually consolidates around a handful of scaled Chinese players, as

many analysts predict by 2027, the survivors won't just be the most innovative or the best
financed.

They will be the most unmistakable.

The Logic of Clarity:

<> The Cost of Ambiguity:
In a crowded second wave, confusion is the most expensive tax a brand can pay.
If a consumer (or a fleet manager) has to pause to remember what your brand
stands for, they have already moved on to a competitor with a clearer 'POV.

<> The Compounding Effect:
Audience clarity creates a 'virtuous cycle.’ It aligns your design language,
your pricing logic and your dealership experience into a single, coherent
signal. This coherence builds trust faster than any advertising campaign.

< The Survival Factor:
As we move into the ‘Selection Phase,” the brands at greatest risk are the 'Drifters’,
those caught in the middle ground between legacy luxury and high-tech disruption.
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The Selection
Phase Heat Map



The Selection Phase Heat Map

The previous sections examined the Chinese OEM landscape
through six separate strategic lenses.

Each filter isolated a different structural pressure shaping the
UK market:

EH Trust vs. Frontier innovation
qu Ecosystem orientation vs. Engineering focus
H%f Differentiation risk within each market tier
4%%? Residual value confidence vs. Battery strategy

fg%? Fleet vs. Retail channel alignment

JE] Identity vs. Technology positioning Where positioning begins to overlap.

In a market expecting up to thirty Chinese-owned marques,

Individually, each lens highlights a specific tension. the critical question is no longer simply who can enter the UK.

Viewed together, they reveal something more significant. It becomes:

WHO CAN OCCUPY DISTINCT STRATEGIC
TERRITORY ONCE THEY ARRIVE.

To visualise this, we combined all six filters into a single view.
The table on the next page maps leading Chinese OEM
entrants across each strategic dimension using a simple
traffic-light system.
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The Selection Phase Heat Map

This heat map does not
attempt to predict sales
outcomes.

Instead, it reveals structural
positioning risk.

When the six filters are
combined, a clear pattern
begins to emerge.

When the six filters are
combined, the landscape
becomes clearer.

While more than twenty
Chinese brands are
preparing UK entry, the
majority cluster around the
same strategic territory:
mid-premium, technology-
forward positioning.

In other words, the market is
not fragmenting into twenty
unique brands.

It is converging toward
a handful of overlapping
narratives.

¢F UpShift

Green: Defensible Positioning
The brand occupies relatively open strategic
territory with limited direct clustering.
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Amber: Overlapping Territory
The brand shares positioning with several
competitors, increasing competitive pressure.

Trust Ecosystem vs Diff. Risk Res. Value Fleet vs

Red: Exposed / Commodity Territory
The brand sits within a heavily contested territory where
differentiation is weak and price competition is likely.

Identity

Brand vs Tech Engineering vs Tier vs Battery Retail vs Tech S S
Zeekr 17 Strong / Differentiated
Lynk & Co 16 Strong / Differentiated
Denza 16 Strong
Honggqi 16 Strong / Luxury identity
Yangwang o 16 Niche luxury positioning
NIO o 15 Strong but tech-cluster risk
Xiaomi Auto o 15 Strong but speculative
Avatr o 15 Strong but tech-cluster risk
IM Motors o 15 Strong but tech-cluster risk
Geely o 13 Moderate
ORA o 12 Moderate
ONVO ( 12 Moderate
iCAR () 1 Moderate
Voyah ( il Moderate
Deepal () 10 Moderate / exposed
Firefly () () () 9 High exposure
Exeed () () ( () () 9 High exposure
Skyworth () () () () () () 6 Severely exposed
Chery () () ( () () () 6 Severely exposed
Aiways () () () () () () 6 Severely exposed
Aion () () ( () () () 6 Severely exposed
Seres () () () () () () 6 Severely exposed
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The Survival
Archetypes:
Four Models of
Defensibility

The strategic heatmap reveals a defining pattern.

While the Chinese OEM landscape appears
diverse, it's structurally converging around a
limited number of viable positioning models
When we isolate the brands that consistently inhabit ‘Defensible

Territory’ (Green) across multiple filters, four repeatable strategic
archetypes emerge.

These are not predictions of individual winners, they are structural
models that the UK market has historically rewarded.
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The Survival Archetypes: Four Models of Defensibility

The Premium Technology Flagship

CORE BRANDS: Zeekr, NIO, Avatr, IM Motors

THE PLAY: Marry frontier innovation with high-polish ‘Silicon
Valley' execution.

STRATEGIC FOCUS: These brands lead with 200V architectures,

solid-state battery roadmaps and software-defined vehicle (SDV)
capabilities.

THE CHALLENGE: Avoiding the Innovation Blur. When multiple
brands offer ‘Level 3 capability’ and ‘sub-3-second 0-60, tech
specifications become a commodity. Survival depends on
converting technical specs into a distinct brand soul.

The Luxury ldentity Architect

CORE BRANDS: Honggi. Yangwang, Denza

THE PLAY: Move beyond engineering to build cultural symbolism
and brand mythology.

STRATEGIC FOCUS: This archetype avoids the ‘spec-war.’
Instead, it emphasises design distinctiveness, status signaling
and emotional resonance. It's the most durable moat in the
industry.

THE CHALLENGE: Cultural Translation. Building luxury credibility
in the UK requires extreme patience and a ‘prestige-first’ service
model that differs fundamentally from mass-market retail.
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The Ecosystem Integrator

CORE BRANDS: Xiaomi Auto, Lynk & Co

THE PLAY: Position the vehicle as a peripheral of a wider digital or
lifestyle platform.

STRATEGIC FOCUS: Success here relies on Network Effects. By
integrating the car into existing consumer electronics ecosystems
(Xiaomi) or subscription-based mobility cultures (Lynk & Co), the
brand bypasses traditional automotive loyalty.

THE CHALLENGE: Gravity. Without deep ecosystem integration,
these brands risk collapsing back into the crowded Premium
Tech cluster.

The Strategic Platform Owner

CORE GROUP: Geely
THE PLAY: Act as the ‘Architect’ rather than the ‘Builder.

STRATEGIC FOCUS: By controlling the underlying platforms
(like Geely's SEA architecture) across a portfolio of brands (Volvo,
Polestar, Zeekr, Lotus), the group de-risks individual brand failure.

THE CHALLENGE: Cannibalization. The group must manage
internal competition to ensure that its various brands do not end
up in the same '‘Red’ clustering zone.
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What This Means
for the Market

The survivors of the ‘Selection Phase’ will not necessarily be the
brands with the lowest entry prices or the most aggressive early
volume.

They will be the ones that achieve Un-Clustered Clarity, occupying
territory that is too technically complex, too culturally distinct or too
industrially deep for competitors to easily invade.

In a maturing market, survival doesn't belong to the fastest
entrants. It belongs to the clearest positions.
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Final Forecast &
Strategic Implications

Forecasting automotive market outcomes is inherently
uncertain.
However, structural positioning often determines which brands survive long

before the market recognises it. The analysis within this report has dissected
the Chinese OEM expansion through four critical lenses:

<@ Digital Gravity:
The momentum of search and brand discovery.

<@ Attention Shifts:
Long-term transitions in consumer and fleet focus.

<@ Structural Filters:
The intersection of technology, trust and channel execution.

<@ Strategic Clustering:
The physical mapping of competitive density.
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The 2027 Survivors:

Brands with Structural Moats

Based on our structural heatmap and the six-filter analysis, a select group of brands
currently occupies ‘Defensible Territory.’

These survivors possess a rare combination of credible innovation, differentiated identity and portfolio resilience.

Zeekr:
Positioned at the apex of premium design and global-standard engineering. By competing directly with established premium H ZEEKR
EV marques rather than mass-market value players, Zeekr sits in a low-density, high-margin territory.

Lynk & Co:

A standout for its material departure from traditional automotive narratives. Its focus on digital ecosystems, lifestyle L\ N ‘( 8 C O
integration and flexible ownership creates a moat that is difficult for hardware-led brands to cross.

Denza:
By leveraging a premium luxury narrative and deep industrial backing, Denza avoids the ‘'mid-premium squeeze’

affecting most entrants. I =INN=1M
Honggqi:
A rare example of ldentity-led Positioning. By building a narrative around heritage and cultural symbolism rather

HONGOI

than just kilowatt-hours, Hongqi creates a moat built on emotion, the most durable defense in the industry.

NIO:

While technically in the premium cluster, NIO's physical infrastructure (Battery Swapping) and ‘User Enterprise’ A
ecosystem provide a level of tangible differentiation that pure-product competitors cannot replicate. N N |O
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ne Commodity Trap:
ne Zone of Exit

These brands are trapped in a Commodity Trap, characterized by overlapping identities,
identical tech narratives and weak trust signals.

In this territory, competition is a race to the bottom. Survival is dictated not by brand
strength, but by:

Aggressive price incentives and fleet discounting.
Desperate dealer margin negotiations.

Heavy promotional reliance.

As the Chinese presence in Europe climbs toward 30 brands, consolidation is inevitable.

Forthose in the Commodity Trap, the most realistic outcomes are merger into larger
groups, niche retrenchment or strategic withdrawal.
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Strategic Implications
for Automotive Brands

For Dealer Groups & Investors: —

The market is dividing One group offers long-term brand equity and ‘un-clustered’ clarity,
the other offers high-risk overlap.

Aligning with structurally differentiated brands provides stability, whereas aligning with
entrants competing purely on price offers only short-term volume at the cost of long-term
viability.

For Incumbent Brands:

The Under-Defended Corridors The Chinese wave is not just a threat, it's a redefinition of
the battleground. The incoming surge has left several territories under-defended:

<@ Trust-led Engineering:
While entrants lead on frontier tech, legacy brands can win on Residual
Value (RV) stability, durability and service network reliability.

<@ Emotional Heritage:
There remains significant space for brands that combine premium engineering with
historical brand mythology. an area where many new entrants still struggle to translate
their message.

Chinese manufacturers have proven they can arrive faster than anyone expected. The

next phase will determine how many can stay.
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Now is the time to reassess your position before the competitive landscape settles.

Want to know how?
Get in touch with UpShift Agency - unrivalled in Search Marketing for automotive brands.

Contact us at enquiries@upshift.co.uk
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